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The	 service	 sector	 is	 increasing	 in	 size	 and	 in	 importancy	 globally.	 For	 companies	 to	






























For	 the	 purposes	 of	 this	 thesis	 a	 Frame	 of	 reference	 was	 created,	 which	 combines	
















As	 going	 through	 the	 Frame	 of	 reference	 for	 this	 thesis,	 multiple	 aspects	 of	 it	 are	
connected	to	corporate	culture,	change	management	and	leadership	skills.	Motivation	
is	 a	 key	 part	 of	 creating	 successfull	 service	 concepts	 and	 developing	 businesses	 in	
general.	As	this	thesis	will	cover	co-creation	of	value	later	in	Chapter	2,	making	everyone	
part	 of	 the	 change	 and	 development	 process	 is	 very	 important.	 Written	 in	 Konfikti	
Päivässä	 (2017),	 the	 book	 covers	 how	 companies	 are	 misunderstanding	 corporate	
culture	for	non-efficient	time	usage	such	as	yoga	excercises	and	pizza-fridays	(which	can	
be	a	part	of	it).	However,	the	bigger	picture	of	corporate	culture	is	the	actual	day-to-day	
working	 culture	 in	 the	 company	 and	 the	 ownership	 each	 individual	 staff	member	 is	
provided	 with.	 The	 book	 emphasises	 how	 Finland	 has	 a	 naturally	 low-hierarchy	 in	
businesses	and	hence,	innovative	corporate	culture	could	succeed	here,	but	it	is	often	
derailed	by	nonsense	activities.	Vague	company	visions	and	missions,	that	staff	has	had	
no	part	 in	creating	will	not	 lead	to	a	healthy	and	 innovative	corporate	culture	that	 is	
capable	of	disruption,	learning	and	motivation.	Motivation	is	derived	from	commitment,	
and	vice	versa	 -	 real	motivation	 is	born	only	 from	a	person	having	 real	possibility	of	
impact	on	what	the	company	is	doing.	Company’s	ability	to	give	the	freedom	of	impact	



















tactics	 like	 content	 marketing,	 user	 generated	 content	 and	 service	 design	 thinking.		
Often	the	challenge	is	not	understanding	the	need	for	change,	but	the	lack	of	capability	
in	conducting	practical	 steps	 to	 implement	 those	changes	 in	 their	business.	Having	a	
two-hour	service	design	workshop	does	not	mean	a	company	has	implemented	service	
design	thinking.	In	its	core,	service	design	thinking	is	about	listening	to	customers	and	
engaging	 with	 them.	 One	 way	 of	 engagement	 is	 through	 social	 selling	 practices.		
	








Social	 selling	 can	 be	 defined	 in	 multiple	 ways.	 However,	 what	 almost	 all	 of	 these	
definitions	 have	 in	 common	 are	 the	 following	 principals,	 which	 support	 the	 idea	 of	
customer	centric	communication	 (LinkedIn	Blog,	2018).	 In	order	 for	a	professional	 to	














Contextual	credibility	covers	 the	professional	credibility	one	has	 in	 their	own	specific	
field	of	business,	which	is	based	on	knowledge	and	experience.	A	celebrity	chef	has	a	










all	 the	 people.	 The	 success	 rate	 of	 cold-calling	 is	 as	 low	 as	 0,3%	 (Keller	 Center	 for	






The	 third	 basic	 pillar	 is	 engaging	with	 the	 audience	by	 investing	 time.	One	needs	 to	
position	 themselves	 in	 occurring	 conversations	 at	 the	 right	 time;	 commenting,	 and	










emphasis	 on	 individual’s	 social	 capital	 –	 the	 networks	 one	 has	 and	 the	 trust	 and	
communication	 they	 share	 through	 that	 network	 -	will	 be	 a	 impactful	 part	 of	 future	
professional	life,	personal	life	and	public	relations	(Sitra,	2017).			
	






























artistic	 and	 creative	 minds,	 when	 in	 fact	 logical	 and	 business-minded	 people	 can	
innovate	too.	Furthermore,	innovation	can	present	itself	in	various	forms	for	example	
Product	 innovation,	Process	 innovation,	Technological	 innovation,	Cultural	 innovation	
and	Business	model	innovation.	(Markides,	2019)	
	





Process	 innovation	 covers	 the	 implementation	 of	 new	 or	 significantly	 superior	
production	 processes,	methods	 or	 support	 activities	 to	 company’s	 goods	 or	 services	













the	 parents	 to	 children	 or	 from	 the	 excecutive	 to	 the	 employees.	 Even	 though	 the	
inherent	culture	transmission	allows	people	to	tap	into	the	best	practises	and	wisdom	
of	gone	generations,	 it	also	confides	humans	 inside	the	presumed	historical	mindset.	






paths	of	 innovation.	 In	 it’s	simpliest	 form,	 it	does	not	require	any	new	technology	or	
service	ideas,	just	a	new	business	model	(Girotra	&	Netessine,	2014).	For	example	the	





















service	 design	 thinking	 also.	 In	 order	 to	 have	 successful	 service	 design	 thinking,	 one	
needs	to	focus	on	the	right	customer	segments,	have	a	trustworthy	brand	and	customer-
centric	image,	invest	time	and	engage	with	customers	by	listening	to	their	hopes	and	










on	 creating	usable	products	 and	 services,	 that	delight	 the	 customer	 and	make	 them	
meaningful	in	impact	(Merchant,	2018).		
2.3 Service	design	as	investment	




for	 the	 shareholders,	 unless	 otherwise	 provided	 in	 the	 bye-laws.”	 (Oikeusministeriö,	

























The	 challenge	with	 service	 design	 is	 the	 same	 that	with	 the	marketing	 departments	
often	 face:	 marketing	 and	 service	 design	 is	 seen	 as	 ”extra”,	 a	 cost	 that	 makes	 the	
company	 look	 good.	 Instead	 marketing	 and	 service	 design	 should	 be	 seen	 as	 an	
important	 investment	 into	 the	money	making	machine	 in	 the	heart	of	 the	company.	
Marketing,	communications,	and	service	design	related	to	customer	experience	are	the	
core	 drivers	 of	 holding	 on	 to	 old	 customers	 and	 attracting	 new	 ones.	 It	 is	 on	 the	
shoulders	of	marketing	and	service	design	professionals	to	start	communicating	about	













No	matter	what	the	focus	of	service	design	 is,	 the	core	 idea	of	the	process	stays	the	
same;	 the	process	 is	an	 iterative	development	process,	 in	where	different	stages	 the	
organization	 will	 gather	 information	 about	 customers,	 ideate,	 make	 scenarios,	 test	
possible	prototypes	or	A	and	B	versions.	What	service	design	process	is	definitely	not,	is	
that	an	organization	decides	on	behalf	of	the	customers,	that	they	know	what	customers	
need,	 then	 spend	 countless	 resources	 into	making	 a	 finished	 product/service,	which	
they	launch	into	the	market	with	high	hopes.	The	point	of	the	service	design	process	is	
to	 learn	 by	 doing	 and	 testing.	 This	 preserves	 resources	 at	 the	 same	 time	 and	 the	
organization	gains	more	 information	about	the	customer’s	thoughts..	The	Figure	4.	 is	









from	within	 the	company;	what	 is	 the	problem	the	company	 is	 trying	 to	 solve,	what	
resources	do	they	have	and	is	the	company	cabable	of	producing	services	with	service	
design	methods?	Before	embarking	on	a	 solution	 for	 the	 set	problem,	one	needs	 to	














impact	and	 feelings	 from	a	service	prototype	with	storyboards	and	visual	aids,	 these	
methods	do	not	possess	the	actual	functionality	of	a	finished	service.	That	is	the	reason	








motto:	 fail	 fast	 and	 fail	 forward	 (Maxwell,	 2007).	 This	 means	 that	 by	 identifying	




Including	 different	 groups	 of	 stakeholders	 is	 particurarly	 important	 in	 the	 creation	
phase:	customers,	employees,	owners,	designers,	stakeholders	and	influencers	will	all	
have	different	point	of	views	on	the	concept	–	an	engineer	sees	a	different	problem	than	















involving	 the	 staff	 right	 from	 the	 start	 is	 important,	 so	 that	 they	 have	 stake	 and	
ownership	 in	 the	 process.	 However	 as	 the	 service	 design	 process	 is	 iterative,	 the	





a	 mutually	 valued	 and	 agreed-upon	 outcome	 (Prahalad	 &	 Ramaswamy,	 2004).	 Co-
creation	is	not	only	co-creating	results	or	ideas	together	with	different	stakeholders,	it	
is	also	co-creating	value.	Value	is	not	created	in	a	vacuum,	but	instead	the	interaction	
between	 the	 participants	 will	 unlock	 the	 recipe	 to	 the	 greatest	 added	 value.	 (Field,	
2016).	At	the	heart	of	co-creation	is	the	mutual	understanding	of	what	the	perceived	
added	value	 is;	 for	example	grocery	stores	have	 in	 the	past	10	years	understood	the	
value	of	effortlessness	and	fastness	and	they	are	developing	the	self-serve	cashiers	for	





company,	 they	 need	 to	 have	 added	 value	 1.	 for	 themselves	 and	 2.	 for	 their	 own	
customers.	(Prahalad	&	Ramaswamy,	2004.)	








only	between	 the	participants	but	 also	between	 the	 thesis	 author	 (also	 facilitator	of	
workshops)	and	the	case	companies.	Classified	information	is	shared	so	that	the	thesis	




outweighted	 the	 potential	 benefits.	 The	 main	 risks	 are	 the	 use	 of	 confidential	





The	ability	 to	develop	 services	by	answering	and	creating	 customer	needs	 is	 the	key	





game	 where	 the	 advantage	 could	 be	 for	 example	 monopolizing	 a	 harbour,	 an	
agricultural	 field,	 infrastructure	or	political	nepotism	of	people	 inheriting	wealth	and	
powerful	positions	(Sofokus,	2019).	However	with	democracy,	free	trade,	capitalism	and	
digitalism	competitive	advantage	can,	 in	theory,	be	discovered	by	anyone,	anywhere.		












• Current	 state:	Where	does	 the	 company	excel	 at	 the	moment?	Do	 they	have	
valuable	knowledge	or	data?	

















grown	 to	 overcome	 product	 and	 production	 based	 companies	 after	 the	 industrial	































reasons,	 a	 concepted	 service	 is	 also	 easier	 to	 buy;	 the	 customer	 is	 clear	 on	 the	
proposition	and	their	expectations	are	in-line	with	the	offering.	Concepting	services	also	
provides	 the	 opportunity	 to	 create	 service	 building	 blocks	 or	modules,	 of	which	 the	
company	 can	 then	build	 the	best	 suited	 group	of	modules	 for	 the	 customers.	When	
these	modules	are	carefully	created	and	concepted,	they	are	easy	to	price	as	profitable	
and	 the	company	knows	how	much	resources	are	needed	 in	order	 to	produce	 these	
service	modules	(Parantainen,	2007).	Depending	on	the	size	and	business	field	of	the	
company,	the	concept	can	be	loose	or	standardized.	Global	consumer	businesses	like	
Burger	 King	 or	 IKEA	 have	 strict	 and	 standardized	 concepts,	where	 as	 a	 smaller	 local	






case	 companies	 utilised	 service	 design	 methods	 and	 tools	 to	 clarify	 their	 customer	
proposition	and	service	concept.		
3.3 Branding	






invoicing,	 design,	 social	 media	 presence,	 quality,	 values	 –	 basically	 everything	 that	
affects	 the	 business	 or	 the	 customer’s	 perceived	 image	 of	 the	 business,	 is	 part	 of	
branding.		Brand	image	is	also	the	promise	of	the	added	value.	When	the	brand	promises	
a	certain	level	of	quality	and	feeling,	the	company	behind	the	brand	must	redeem	that	
promise:	 the	brand	promise	 image	 is	often	 formulated	before	 the	actual	purchase	–	
after	the	purchase	the	customer	either	gets	disappointed	or	satisfied	with	how	well	the	
brand	image	promise	was	met	with	the	delivery.	Providing	successfull	service,	content	
or	 price	 might	 not	 be	 enough	 anymore,	 because	 someone	 can	 always	 copy	 the	
company’s	 service,	 content	 or	 pricing.	 Brand	 is	 something	 that	 can	 not	 be	 copied.	
Customers	do	not	buy	commodities,	they	buy	the	experience	it	creates	and	the	feeling	







are	 really	based	on	authentic	achievements,	 real	 strengths	and	beliefs	 that	 live	daily	
inside	the	organization.	Shiny	brand	cannot	cover	or	mask	a	flawed	organization.	What	
combines	airtravel,	spacetravel,	a	radiostation,	gym	and	a	charity?	The	Virgin	Group,	and	

















phase	 would	 make	 a	 purchase.	 The	 funnel	 can	 be	 useful	 tool,	 but	 it	 also	 sees	 the	
customer	journey	as	 linear	and	predictable	–	which	often	customer	journeys	are	not.	
The	 customer	 journey	 is	 often	 (especially	 in	 B2B)	 fluid,	 non-linear	 and	 riddled	 with	
internal	and	external	factors	like	budgets,	hurry,	stress,	changing	decision	makers	and	
changes	 in	competitors	 (Cundari,	2015).	The	 fluid	 formation	of	 the	customer	 journey	
impacts	 on	how	 services	 can	be	 conceptualized.	 Service	 architecture	 is	 a	 framework	



















or	 numerical	 data	 that	 could	 be	 generalised.	 As	 is	 in	 the	 name	 of	 the	 field	 ”Service	











of	 utilizing	 three	 case	 companies	 was	 to	 gather	 valid	 information	 on	 how	 different	
service	 design	 workshop	 methods	 apply	 on	 different	 fields	 and	 businesses,	 what	
practical	outcomes	can	be	presumed	from	those	workshops	and	how	will	these	results	





















a	 package	 created	 by	 the	 IT-company	 Futurice.	 This	 toolkit	 was	 utilized	 due	 to	 it’s	
practical	and	clear	excersises	and	useful	frameworks.	Many	of	the	toolkit’s	excersises	
















outside	 the	 group,	 and	 their	 task	 is	 to	 guide	 and	 structure	 the	 workshop-situation.	
Running	 facilitated	 workshops	 requires	 for	 example	 the	 following	 key	 factors:	
workshops	 must	 have	 clear	 objective,	 participants	 have	 something	 to	 contribute,	





participants	 if	 they	 “hit	 a	wall”.	 It	 is	 beneficial	 to	have	a	 facilitator	 from	outside	 the	
company	–	as	is	in	this	thesis	study	–	due	to	the	neutrality	of	the	person.	An	outside-
facilitator	has	nothing	to	win	and	nothing	to	loose,	instead	their	only	motivation	is	to	
encourage	 moving	 forward,	 enticing	 ideas	 and	 helping	 the	 participants	 to	 create	
meaningful	results.	Facilitators	from	outside	the	company	do	not	have	the	restrictions	
of	 the	 workplace,	 where	 some	 people	 are	 used	 to	 fulfilling	 certain	 roles	 or	 having	
presumptions	about	the	participant’s	ideas.		
	
















This	 chapter	 will	 go	 through	 the	 three	 case	 workshops,	 their	 methods	 and	 most	





those	 aspects.	 For	 Turun	 Teknologiakiinteistöt,	 the	 main	 focus	 was	 in	 achieving	
customer	 centricity	 through	 the	 service	 design	workshop	 and	methods.	 For	 Flör	 the	
main	 focus	 from	 Frame	 of	 reference	was	 branding	 and	 creating	 a	 profitable	 service	
concept	and	for	Turku	Chamber	of	Commerce	the	focus	was	in	customer	centricity	and	
the	corporate	culture	in	relation	to	their	members.	As	covered	earlier	in	Chapter	2.1.	
there	 are	multiple	 different	 kinds	 of	 innovation.	 In	 these	 following	 cases	 the	 results	
presented	cultural	innovation	and	business	model	innovation.		
5.1 Case	1.	Turun	Teknologiakiinteistöt	
Turun	 Teknologiakiinteistöt	 is	 a	 Turku-based	 company	 which	 offers	 officespace,	
conference	 rooms	 and	 other	 workspaces	 to	 companies	 and	 organizations.	 With	 a	
revenue	of	27	million	euros	in	2018	and	131	000m2	spaces	for	rent,	they	are	one	of	the	





before	 the	workshop	day	as	background	 information	and	 insight	 into	 the	customer’s	












































business	 and	 backgrounds	 come	 together;	 emphasis	 on	 equality,	 transparency	 and	







the	 Werstas-Store	 platform	 and	 also	 to	 ideate	 what	 possible	 additional	 services	 or	
functions	 could	 the	 platform	 have.	 After	 the	 timeframe	 group	 was	 asked	 to	 pick	 a	
spokesperson,	 and	 to	 stick	 all	 the	 post-its	 into	 a	wall,	 clustering	 them	 as	 they	went	




















• Better	 visualization	 in	 terms	of	 instructions	 for	 example	parking	 and	maps	of	
premises	
	
From	 those	 ideas,	 the	 group	 summarized	 that	 the	 whole	 marketing	 aspect	 of	 the	
company	 is	 too	 much	 focusing	 on	 stories;	 they	 are	 important	 and	 interesting	 and	











































(Almquist	 et.al,	 2016).	 This	 pyramid	 depicts	 a	 more	 developed	 version	 of	Maslow’s	







the	 participants	were	 asked	 to	 cross	 over	 the	 values	 they	 feel	 the	 platform	 already	
provides	the	customer.	The	second	round	was	to	circle	the	values	they	felt	were	not	yet	
met	with	the	platform,	but	should	be	in	the	future.	The	group	and	facilitator	discussed	
















B2B	clients	 in	regards	to	the	new	service	to	be	 launched.	Flör	 is	a	consumer	focused	
flower	 and	 green	 decor	 company,	 which	 has	 three	 locations;	Mylly	 (Raisio),	 Skanssi	
(Turku)	and	Peltola	(Turku)	with	an	outdoor	garden.	The	company	used	be	known	under	
the	name	Kauppila,	but	renewed	their	visual	brand	and	name	to	Flör.	They	are	about	to	







Goal	 of	 the	 workshop:	 to	 create	 and	 clarify	 the	 new	 service	 concept	 and	 create	








2017),	 customer	 personas,	 content	 pyramid	 (Arola,	 2018)	 +	 brainstorming,	 service	















KPI	 (Key	 Performance	 Indicator)	 for	 measuring	 their	 success.	 The	 group	 set	 out	 a	
41	
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revenue	 goal	 for	 the	 fiscal	 year	 of	 2020	 which	 they	 consider	 a	 success.	 They	 also	
discussed	the	potential	revenue	and	percentage	of	the	whole	business,	that	could	be	








also	discussed	that	 their	cashieer-system	which	also	 includes	 invoicing	and	a	shallow	
CRM	in	non-sufficient	and	wastes	time.	Group	discussed	potential	CRM	systems	that	the	
















































inspirational	 pictures	 to	meetings	 of	 alluring	 ”green	 jungles”	 with	 special	 lights	 and	









After	 the	 personas	 the	 group	 moved	 on	 to	 talk	 about	 content	 pyramid	 and	
brainstorming	content	ideas	presented	in	Figure	12.	The	case	company’s	hope	for	the	
workshop	was	to	take	a	marketing-focused	view	and	that	is	the	reason	the	workshop	














As	 the	case	company	now	had	 the	personas	and	 their	business	context	 in	place,	 the	
group	moved	on	to	create	a	service	blueprint	for	the	”average”	customer,	which	is	this	






















































of	 delivering	 the	 service	 and	 creating	 new	 ideas	 for	 the	 marketing	 of	 the	 service.	




























For	 the	 customer	 panel,	 an	 email	 invite	 was	 sent	 to	 the	 members	 and	 9	 company	








































follows:	 service	design,	 leading	 sales	and	marketing,	 growing	global	 and	 IT&security-	












events	 organized	 by	 the	 Chamber.	 The	 negative	 brand	 image	 that	 was	 mentioned	
already	during	the	warm-up	excersise	continued	when	discussing	this	paper.	Almost	all	
of	 the	participants	 felt	 that	 the	organization	has	 a	 rigid	 and	old-fashioned	 feel	 to	 it.	
Chambers	 of	 Commerce	 are	 throughout	 Finland	 considered	 prestige	 and	 historical	
organizations	with	strong	 ties	 to	 the	business	world,	art	and	historical	buildings.	The	









cluster	was	networking	 and	paying	 customers.	 The	panel	 felt	 that	 perhaps	 the	most	
important	task	of	the	Chamber	is	to	connect	member	organizations	with	each	other	in	
a	 way	 that	 cannot	 be	 done	 by	 themselves	 or	 other	 organizations	 –	 the	 panel	 felt	
however	that	this	 is	not	happening	at	the	moment	(later	about	this	topic	 in	the	next	
page).	The	other	cluster	was	education.	When	discussing	this	paper	together	the	idea	
that	 the	 Chamber	 could	 provide	 high-level	 education	 in	 the	 forefront	 of	 other	
organizations	was	mentioned.	Some	trainings	like	for	example	the	“HHJ”-training	which	







well	 as	 synergy	 benefits	 gained	 from	 being	 a	member.	 This	 category	 was	 discussed	
clearly	 the	 most	 due	 to	 the	 two	 previous	 thoughts	 mentioned;	 the	 rigid	 and	 old-
fashioned	 brand	 image	 that	made	 networking	 difficult	 and	 the	 lack	 of	 clear	match-
making	and	connecting	members	to	each	other	was	missing	from	the	panelists	point	of	
view.	 The	 ideation	 in	 this	 category	 focused	 on	 different	 methods	 and	 events	 of	
socializing,	 networking	 and	 becoming	 connected	 to	 companies	 in	 their	 field	 or	 with	









• Concept	 for	 developing	 the	 communication	 and	 information	 flow	 from	 the	
Chamber	to	it’s	member	organizations.		
	


















from	different	 angle.	 Their	 concept	was	 a	match-making	 series	 of	 events	where	 the	
Chamber	 would	 call	 out	 a	 topic,	 and	 businesses	 interested	 in	 that	 topic	 would	 be	
connected	into	businesses	offering	that	service.	For	example	one	event	could	be	all	the	
companies	needing	help	with	 their	marketing,	 and	 then	marketing	 companies	 in	 the	
Chamber	would	attend	it.	That	way	the	buying	organizations	could	meet	multiple	service	
providers	during	one	event	and	feel	which	one	they	connected	with	the	most.	This	type	








event.	 After	 the	 group	 as	 a	 whole	 discussed	 the	 topic,	 a	 service	 concept	 idea	 was	
generated.	 The	 idea	 was	 a	 “call	 out”	 channel	 where	 under	 different	 topics	 or	
conversational	threads	the	members	could	start	to	look	information.	For	example	if	a	
company	would	need	a	certain	employee,	an	engineer,	before	making	 it	a	public	 job	




The	 last	exercise	 for	 the	panel-part	was	a	more	playful	mash-up	task	 (IDEO	U,	2015)	
where	again	the	groups	were	divided	into	3	groups	of	three	people	(different	people	this	




















services	 for	 young	pro-athletes	but	 also	 for	 elderly	maintaining	 their	 ability	 to	 live	 a	
normal	 life,	 the	 Chamber	 also	 can	 be	 a	 coach	 for	 “pro-business-athletes”	 or	 just	






Facilitator	 had	 agreed	 with	 the	 case	 company	 that	 the	 main	 focus	 will	 be	 on	 the	
customer	panel,	and	that	their	internal	session	will	be	more	debriefing	the	results	from	
the	morning.	This	 is	why	 the	afternoon	session	 focused	on	communicating	 the	 ideas	
from	the	customers	to	the	staff	as	well	as	possible.		
	
The	 afternoon	 with	 the	 staff	 of	 the	 Chamber	 started	 with	 brainstorming	 in	 four	
categories,	the	same	assignment	that	the	customer	panelists	made	in	the	morning.	This	
time,	the	papers	from	the	morning	were	attached	around	the	room	(but	so	far	the	staff	
could	 not	 see	 them)	 and	 they	 were	 instructed	 to	 brainstorm	 what	 they	 think	 the	











information).	 The	 survey	 they	had	done	 included	mostly	positive	 feedback	and	good	
evaluation	for	their	services	from	the	members	on	the	Chamber.	However	some	similar	
problems	 did	 rise	 from	 those	 survey	 results	 that	 were	 covered	 with	 the	 customer	
panelists	in	the	morning	session.	The	most	negative	comment	in	the	survey	was	taken	


















of	 the	canvas.	The	canvas	explores	what	actions,	 ideas	and	 factors	either	prevent	or	
enable	developing	aspects	 like	purchase	decisions,	advocacy,	and	engagement	to	the	
service	or	development	 task	at	hand.	This	 canvas	provides	a	good	basic-level	 tool	of	
thinking	about	how	the	organization	can	better	enable	customer’s	commitment.		
	




example	 a	 systematic	way	of	 conducting	networking	 in	 events	 and	a	 systematic	 and	
consistent	 format	of	newsletters.	Based	on	 the	comments	 from	the	staff	 the	biggest	
surprise	for	them	was	the	fact	that	the	customer	panel	felt	so	strongly	about	the	old-




The	 goals	 set	 for	 this	 workshop	 were	 met;	 the	 panel	 was	 successful	 in	 creating	
conversation	and	gathering	feedback	and	ideas	of	the	work	of	the	Chamber	as	well	as	





































































and	other	 savings	proceedings.	 Even	 though	 the	 current	 situation	 is	 challenging,	 the	
results	 from	 the	 workshop	 are	 successfull;	 the	 service	 concept	 was	 finalized	 and	




answer	 to	 developing	 more	 relaxed	 networking	 environments	 and	 creating	 more	










In	 regards	 to	unclear	 communicaction	between	 the	Chamber	 and	 its	members,	 they	
reported	 that	 they	 have	 done	 changes	 in	 the	 automatic	 emails	 that	 are	 sent	 to	 the	
members.	 They	 are	 also	 changing	 their	 newsletter	 software	 in	 the	 future,	 to	 better	
accomodate	 clearer	 communication.	 For	 clear	 communication	 in	 social	 media	 the	







reacts	 differently.	 As	 the	 thesis	 writer	 has	 already	 had	 experience	 in	 facilitating	
marketing-related	workshops	 for	 years,	 the	personal	 favourite	methods	 and	ways	of	
facilitation	are	already	known.	It	was	clear	after	the	three	case	workshops	for	this	thesis,	
that	a	warm-up	excersise	is	always	a	positive	add-on	to	the	day,	and	will	break	the	initial	









however	 this	 can	 be	 challenging	 if	 the	 atmosphere	 is	 stilted	 and	 it	 seems	 like	 the	






























time	with	 the	participants	of	 the	workshops,	 some	 larger	mapping	 tools	would	have	





The	 hypothesis	 behind	 the	 chosen	methods	were	 that	 they	would	 provide	 the	 case	
companies	 with	 valuable	 information	 and	 ideas	 related	 to	 the	 Figure	 2.	 Frame	 of	
reference	 as	well	 as	 the	 other	 theorethical	 frameworks	 presented	 in	 this	 thesis.	 For	
example	the	methods	were	supposed	to	entice	the	participants	in	a	DART-model	(Figure	







as	 the	 facilitator.	 Some	 shared	 skills	 are	 needed	 in	 order	 to	 achieve	 the	 optimal	
outcome,	but	the	two	actors	also	differ	in	key	needed	skills.	Analysing	the	study	of	the	
three	case	companies	and	their	workshops	the	key	skills	for	a	facilitator	are	from	the	



























design	 and	 workshops	 to	 possible	 companies	 and	 professionals	 in	 the	 field	 of	 B2B-
services.	The	thesis	has	covered	many	of	the	most	important	aspects	of	applying	service	
design	 inside	 companies	 including	 corporate	 culture,	 design	 thinking,	 branding	 and	




to	 think	how	 their	new	services	align	with	 their	overall	 company	 strategy	and	brand	
image.	All	the	case	companies	came	to	the	conclusion	that	the	potential	benefits	of	the	
workshops	were	greater	than	potential	risks.	Dialogue	was	imperative	throughout	the	








with	 one	of	 the	 case	 companies,	 it	 provided	 the	 necessary	 information	 and	 tools	 to	
justify	a	totally	new	service	investment.	The	results	from	this	thesis	and	study	show	that	



















Workshops	 provide	 much	 needed	 focused	 and	 structured	 compounds	 where	 the	
participants	may	focus	solely	on	developing	the	services.	B2B-companies	often	have	a	
lot	of	 knowledge-workers	who	are	multitasking	 through	 their	workdays	–	workshops	
provide	a	break	from	that	multitasking	and	offer	the	situation	of	focusing	on	one	task	at	
hand	with	 the	help	of	colleagues.	 In	 relation	to	 the	Figure	2.	Frame	of	 reference	the	
research	and	theory	showed	that	the	most	important	organizational	changes	that	are	






their	 ideal	 brand	 image	 with	 the	 actual	 perceived	 brand	 image	 by	 their	 customers.		
Biggest	 challenges	 are	 to	 adapt	 the	 new	 corporate	 culture	 where	 development	
processes,	customer	centricity	and	service	design	are	seen	as	investments	for	the	future	
and	not	added	costs.		
	
As	has	been	discussed	throughout	this	thesis,	the	service	sector	is	increasing	in	size	and	
in	importancy.	For	the	competitive	advantage	of	companies,	meticilous	development	of	
their	services	is	imperative	for	their	survival.	Focusing	on	customer	experience	is	rarely	
67	
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a	waste	of	time	or	resources.	To	ensure	growth,	companies	must	adapt	service	design	
thinking	and	critical	thinking	towards	their	own	service	quality	–	if	a	company	refuses	to	
do	so,	their	competitors	will	do	it	for	them.		
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